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agriculture, on the other hand, the consumer only indirectly requisitions the farmer to produce. The consumer is not the farmer primarily. Long distances intervene between the two groups. No longer is it possible for the farmer to make a direct count of the consumers' needs and produce accordingly. Instead, he gains a clue as to what consumer needs are by the relationship of the prices prevailing for the different farm products. Then in order to decide for which of these many wants he should endeavor to produce, it is necessary for him to compare his probable cost of production with his probable income calculated on the basis of prices that are likely to rule when the goods are sold.
It is the marketing system, then, in a commercialized agriculture which enables the consumer to make his wants known to farmers through the instrumentality of prices. It is also the marketing system which provides for the farmer a means of parting with his raw materials at the farm or shipping point, having them delivered to the consumer in finished form, and through which he receives the consumers7 payment in settlement for his services. Furthermore, it must be emphasized that neither the consumer nor society directly orders any farmer to produce. Similarly no farmer is in a position to order directly the consumer or society to pay him for having toiled. Only when the farmer individually has correctly interpreted the true relationship of prices of farm commodities and the real costs of their production on his farm is he able to measure the value of his services to consumers in terms of net profits. Society owes no man a living. It provides opportunities only, the relative values of which the farmer himself must assume the responsibility of measuring. This he may or may not do successfully. The outcome depends upon his ability to understand prices and the forces that determine them, and upon his understanding of his own cost of production problems.